
2026 Midyear Report
PR and Social Media



STRATEGIC APPROACH

In 2026 to date, the Preferred Hotels & Resorts' in-house communications team continued an 
increased focus on our strategic approach to prioritize public relations and social media outreach 
efforts in alignment to support the brand's core pillars and key business goals:

Brand Awareness

I Prefer Hotel Rewards

Legend Collection

Preferred Pride

Preferred Pets

Preferred Wellbeing 

InRadius

Development

Thought Leadership

Speaker Panels

Executive Profiling

In Region Activations

Retention

New Member Onboarding

Ongoing Member Support

Industry Awards

Consumer Campaigns

Media Experiences



GLOBAL RESULTS SNAPSHOT



2026 Mid-Year PR + Social Media Snapshot

Public Relations

• 9,027 earned placements

• 4.1 billion+ editorial impressions 

• Advertising Value equivalency of $33 million+

• Coverage in 411 media outlets across 30 countries

• Media coverage featuring 268 member hotels 

Social Media

Global Channels:

Total following: 598,561 

Engagement rate: 5.46%

Engagements: 597,367

Impressions: 2,646,268

China Channels:

 Total following: 169.875K (+7k)

 Engagements: 10,787

 Impressions: 734,564



SPOTLIGHT ON EXECUTIVE PROFILING



GLOBAL THOUGHT LEADERSHIP SNAPSHOT
• Secured 35+ thought leadership placements featuring executive interviews and expert 

commentary across leading trade and consumer media in 10 countries, including Germany, 
Japan, India, Singapore, Mexico, Brazil, the U.S., Spain, the U.K. and Ireland.

• Positioned 10+ senior leaders as industry experts, generating executive commentary 
and quote inclusions across influential hospitality, travel and business publications.

• Maintained a strong presence across key trade and consumer media, with executive 
insights featured in outlets including Forbes Spain, Hotel Business (U.S.), Economic Times 
Hospitality World (India), The Hotel Magazine (U.K.), TTG Asia (Singapore) and Hoteres 
(Japan), to name a few.

• Secured and supported executive speaking opportunities, including Christine Tan at 
the Travel MeetAsia Conference in Jakarta, and Jac Bielory, Director of Paid Media at the 
Experience Wellness & Travel Media Event in New York.

• Delivered targeted executive media tours for Philipp Weghmann in Germany (March) 
and Saurabh Rai in South Africa (July), strengthening regional thought leadership and media 
engagement.

• Secured executive participation in high-profile press conferences at the Forbes 
Luxury Travel Summit, ILTM São Paulo and ILTM Asia, reinforcing the company's position as 
a leading voice within the luxury travel industry.

• Continued to grow the company's LinkedIn presence, using executive thought 
leadership and strategic content to engage a targeted B2B audience of hoteliers, developers, 
investors, partners and industry stakeholders, supporting broader brand awareness and 
business development objectives.



AMERICAS THOUGHT LEADERSHIP HIGHLIGHTS



EUROPE THOUGHT LEADERSHIP HIGHLIGHTS



SAMEA THOUGHT LEADERSHIP HIGHLIGHTS



ASIA PACIFIC THOUGHT LEADERSHIP HIGHLIGHTS



MEMBER HOTEL SUPPORT



MEMBER SUPPORT & SPOTLIGHTS
• Crafted and distributed the Q4 2025 and Q1 2026 New Member Announcement press releases globally, including U.S. newswire distribution, securing 135 

+ editorial placements, generating 621 million impressions, and delivering an advertising equivalency value (AVE) of US$ 3.8 million. 
• Secured 30 + media stay opportunities for member hotels with leading travel and lifestyle publications, including Condé Nast Traveller Spain, The Daily 

Telegraph, and Luxury Travel Advisor, driving global exposure and elevating brand awareness for participating properties. 
• Continued to support member hotels through ongoing inclusion in proactive media pitches, global press releases, and social media spotlights, helping 

maximise visibility across key markets. 
• Delivered 60+ new member orientation calls, in-person site visits, and strategic planning meetings to support onboarding, strengthen relationships, and identify 

tailored PR and social media opportunities. 
• Amplified new member visibility across global social channels through 41 posts (24 across English-language channels and 17 across China-based platforms), 

generating 366,482 impressions, 4,156 engagements, and a 1.13% engagement rate.

Screenshot 
of 

Article

Screenshot 
of 

Article



MEMBER SUPPORT | AWARDS

Member hotel award recognitions amplified through integrated communications 
campaigns and dedicated toolkits celebrating winners of key industry awards, including:

• Forbes Travel Guide – 2026 Star Awards

• Travel + Leisure – 2026 World’s Best Awards

• I Prefer Hotel Rewards – 2026 Members’ Choice Awards

• Preferred Hotels & Resorts – 2026 Awards of Excellence

• Preferred Hotels & Resorts – 2026 GIFTTS Pineapple Awards

• Preferred Hotels & Resorts – 2026 GIFTTS Legacy Leadership Awards



GLOBAL CONFERENCE | AWARDS SPOTLIGHT

• Captured  1,000+ editorial placements reaching 131 million+ readers via press release announcing 
winners of 2026 Awards of Excellence, 2026 GIFTTS Pineapple Awards, and inaugural 2026 
GIFTTS Legacy Leadership Award.

• To support the awards announcements made during the Preferred Hotels & Resorts Global Conference, 
social media posts were published across all English-language channels – resulting in 10 total posts, 
89,374 impressions, 6,586 engagements, and a 4.27% engagement rate. 

• Additionally, winning members were provided with dedicated social media content through a hotel toolkit.



SPOTLIGHT ON I PREFER HOTEL REWARDS



I PREFER HOTEL REWARDS PR IMPACT
• Increased I Prefer awareness with 322 mentions of the loyalty program across 165+ global media outlets
• Saturated target loyalty publications with continuous coverage, with inclusions in The Points Guy, Head for Points, AFAR, 

Travel Daily Media, Yi Dian News, Rewards Canada and Hospibuzz.com.
• Secured a shortlist award for I Prefer in the Travel + Leisure Asia Awards.

• Global distribution of the I Prefer 2026 Member’ Choice Awards (also via the U.S. Newswire) resulted in 106M+ 
impressions and an advertising equivalency value of $1.6M.



I PREFER HOTEL REWARDS SOCIAL MEDIA BRAND IMPACT

• In April, the social media team launched a dedicated Instagram, Facebook, and Threads channel for I Prefer 
Hotel Rewards.

• The content strategy focused on engaging existing I Prefer Members through content that spotlighted individual member 
properties, highlighted Membership perks and rewards, and encouraged both retention and new enrollment.

• To date, the channel has garnered 152 posts and Stories, contributing to a net audience growth of 2,925 new 
followers. Content drove 1,379,239 impressions, 37,039 engagements, and 3.43% engagement rate across 
organic and paid efforts. On LinkedIn, five (5) total posts mentioned I Prefer garnering 7,600 impressions. 

• Brand visibility was also further supplemented by two (2) influencer partnerships with @Dwanderess and 
@WisteriaVoyage that showcased the value of Membership to new audiences and reinforced I Prefer's positioning within 
the luxury loyalty space.



SPOTLIGHT ON THE LEGEND COLLECTION



LEGEND COLLECTION PR IMPACT
• Elevated Legend Collection awareness through 420+ media mentions across leading trade and consumer publications, including 

GQ Italia, BA High Life, GLASS Magazine, Condé Nast Traveller, Robb Report China and Travel + Leisure, to name a few.
• Supported portfolio growth with six regional new member announcements, highlighting Edgewood Tahoe Resort, Dusit Thani 

Bangkok, The Cooper, San Clemente Palace Venice, Wynn Al Marjan Island and Serras Sevilla. 
• Strengthened brand alignment through Legend Collection orientation sessions and partnership review meetings. 
• Expanded media engagement through targeted individual press stays and three regional Legend Collection FAM trips planned 

for Q3/Q4 2026 with media from acrossthe U.S., U.K. and SEAPAC, featuring properties in Thailand, the DACH region, and India.
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LEGEND COLLECTION SOCIAL MEDIA IMPACT
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• 339 in-feed posts, including 261 on the English-language channels (Instagram, Facebook, TikTok, Threads, and LinkedIn) and 78 on the 
China-based channels (WeChat, Little Redbook, Weibo), spotlighted Legend Collection properties achieving 1,141,134 impressions, 
399,961 engagements, and 4.3% engagement rate. 

• Hosted five (5) individual influencer trips to Legend Collection properties including @HelloRubyDoodle at Bernardus Lodge & Spa 
and Cavallo Point in February and June; @BonnieRakhit at Dusit Thani Bangkok in April; @Anoushkalila to Leela Palaces Hotels and 
Resorts in June; and @Adriana_Maria to Castelfalfi, Grand Hotel Tremezzo, and Il Salviatino in June. 



LEGEND COLLECTION CONTENT CREATOR FAM TRIP

In June, Preferred Hotels & Resorts hosted a seven-day Legend Collection creator FAM trip across New England, 
showcasing three iconic member hotels: Boston Harbor Hotel, Wequassett Resort & Golf Club, and Chatham Bars Inn. The 
itinerary brought together luxury travel creators @maria_ponomaryova, @elenaajoyce, @melissamale, and @letravelstyle 
to generate authentic storytelling and premium destination social content through reels and imagery.

4 influencers published 293 Posts.

Total reach was 11,100, with 223,500 impressions and 0.53% engagement rate.

Each post got an average of 4,000 engagements, 37,800 reach, and $52,100 EMV

The campaign generated $15,300 EMV.



PORTRAIT OF A LEGEND VIDEO CAMPAIGN

• Portrait of a Legend campaign continued into 2026, with five (5) in-feed videos posted highlighting properties such as The 
Beaumont Mayfair, Shutters On The Beach, 7132 Hotel, Das Edelweiss Salzburg Mountain Resort, Montage Los Cabos, and 
Passalacqua.

• The campaign has garnered 81,448 impressions and 3,224 engagements to date, and videos will continue to be 
spotlighted on a monthly basis.



ADDITIONAL CAMPAIGNS & LAUNCHES



PREFERRED WELLBEING LAUNCH – PR IMPACT
• Crafted and distributed a global press release announcing the launch of Preferred Wellbeing on 14 May, aligned with the 

Preferred Global Conference. 
• To date, including newswire distribution, the announcement has secured 84 editorial placements, resulting in 171.8 

million impressions and an advertising equivalency value (AVE) of $2.3 million.
• Developed and distributed comprehensive hotelier and associate toolkits to support participation, drive engagement, 

and amplify awareness of the program.
• Ongoing promotion will focus on sustained media outreach through targeted press releases, trend-led story pitches, and 

individual and group media FAM trips to further elevate the program and participating member hotels.
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PREFERRED WELLBEING LAUNCH – SOCIAL MEDIA IMPACT

• Social media content highlighting the program was launched on May 14. Content was centered around the five pillars: 
restore, vitality, connect, longevity, and respect. Round-ups highlighting multiple Preferred Wellbeing properties were 
pushed out, in addition to individual member spotlights highlighting particular treatments or amenities. 

• The program was spotlighted through 131 posts, including 120 on the English-language channels (Instagram, 
Facebook, TikTok, Threads, and LinkedIn) and 11 on the China-based channels (WeChat, Little Redbook, Weibo), 
achieving 73,021 impressions, 1,244 engagements, and 3.38% engagement rate.



INRADIUS PARTNERSHIP 
• Preferred Hotels & Resorts partnered with InRadius to launch The Preferred Experience in July 2026 – a five-day luxury driving journey 

through Germany and Austria. The Alpine itinerary combines iconic mountain routes in high-performance sports cars with curated stays at 
member properties, seamlessly blending adventure with luxury hospitality. 

• In support of the launch, the team executed a phased global media strategy beginning in April 2026, securing 1,310+ editorial placements, 
generating 210.7 million impressions, and delivering an advertising equivalency value (AVE) of US$2.6 million. 

• The partnership was amplified across global social channels through 15 social posts (12 across English-language channels and three across 
China-based platforms), generating 33,662 impressions, a 2.35% engagement rate, and 375 engagements.

• A dedicated hotelier toolkit was distributed to participating properties, empowering hotels to extend campaign reach and drive additional 
awareness across their owned social channels.



PREFERRED PINEAPPLE WEEK

• In celebration of Preferred Pineapple Week 2026, from June 20 to June 27, Preferred Hotels 
& Resorts spotlighted independent hospitality through this year's theme, Stays With Stories. 

• Each day introduced a dedicated theme showcasing the details, characters, and moments that make 
an independent hotel extraordinary, tied together by the brand's pineapple symbolism.

• A sweepstakes for a week-long stay at Leela Palaces, Hotels, and Resorts was amplified through a 
partnership with U.K.-based creator @AnoushKalila.

• Organic content was boosted across Instagram and LinkedIn throughout the week.

Global Results:
• 293 content pieces 
• 871,110 impressions
• 39,837 engagements 
• 4,211 new community followers 

Hotel Engagement: 
• Over 100 member 

properties engaged in 
the campaign with 204 
in-feed content pieces. 

• 2,587,000+ potential 
impressions based on 
member properties 
follower count.



INDEPENDENT HOTEL WEEK

In celebration of Independent Hotel Day 2026, the Social Media team expanded the initiative into a week-long global 
campaign from January 26 to 30, centered on the theme inspired by The Luxury Travel Report, “Break Free From 
the Beige.” The campaign highlighted how Preferred Hotels and Resorts champions independent hospitality by elevating 
authentic stories of heritage, culture, and design.

Global Results - Organic 
Performance
• 42 total campaign posts across 

channels (Instagram, LinkedIn, 
Facebook, Weibo, WeChat, TikTok, 
Threads, Pinterest, and Rednote)

• 66,000 impressions across posts and 
Stories

• 1,400 engagements across channels
• 5.6% average post engagement rate

Hotel Engagement & Community 
Participation
• 270+ engagements using campaign 

hashtags #IndependentHotelWeek 
and #BreakFreeFromTheBeige

• 100+ hotel posts shared across global 
channels



MEDIA ACTIVATIONS 
(EVENTS/ FAMS/ CONFERENCES)



GLOBAL MEDIA CO-OP & BRAND EVENTS

Planned and executed 7 media events (five co-ops and two brand) in key 
markets, providing hotel members and the brand with opportunities for 
exposure and engagement reaching a combined total of more than 135+ 
consumer and trade media. 

o Media Brand Event in London - Independent Hotel Day (January)
o Media Co-Op Event in Madrid (April) 
o ILTM Sao Paulo Media Co-Op Event (May)
o Media Co-Op Event in New York (June)
o Media Brand  Event in Kuala Lumpur (June) 
o Media Co-Op Event in London (June)
o ILTM Asia Media Co-Op Event (June)

Please see full media event recap report Here.

https://preferredhotels.sharepoint.com/:p:/r/dept/comms/_layouts/15/Doc.aspx?sourcedoc=%7B7389ECC3-CE9C-489E-978E-2A6051624E3F%7D&file=2026%20Q2%20Events%20Recap.pptx&action=edit&mobileredirect=true&previoussessionid=d9beecba-bd40-2498-5d61-fb9fe9894c7a


INDUSTRY CONFERENCES & DESKSIDES

Team attended and supported executives at 14+ conferences and 
industry events across 11 countries and delivered 210+ media 
engagements: 

• IMM Germany, New York, London, Australia 

• ITB Berlin

• DUCO Italy

• WTM Africa 

• ILTM Asia 

• ILTM Latin America (Sao Paulo)

• LE Miami (Miami)

• Travel Classics (Switzerland)

• Forbes Luxury Travel Summit (Monaco) 

• Travel + Leisure World’s Best Summit (New York, Bangkok)

• Aspire Leaders of Luxury (London)

Executed targeted media outreach, including Paris and Shanghai and 
Hangzhou desksides, sharing the latest brand updates. 



PR MEDIA FAM TRIPS
Planned and executed strategic media FAM trips across key markets, creating high-value 
opportunities for member hotels and the brand to drive editorial coverage, generate 
compelling content, and strengthen relationships with top-tier travel and lifestyle media. 

Executed
• Treasure Bay Fuxian Lake, Yunnan (May): Hosted six journalists and one 

influencer from leading travel and lifestyle media in Beijing and Shanghai, including 
National Geographic Traveler, World Traveler, and Voyage. 

Upcoming
• The Alps (September): Hotel Bayerischer Hof, Interalpen-Hotel Tyrol, and 7132 

Hotel – Four leading Asia Pacific travel and lifestyle journalists will participate in a 
Legend Collection and Preferred Wellbeing-focused FAM trip. 

• Thailand (October): Dusit Thani Bangkok and Andara Resort & Villas – Four 
leading travel and lifestyle journalists from Europe and SAMEA will join a Legend 
Collection-focused FAM trip. 

• The Leela Portfolio, India (November): Four top-tier U.S. travel and luxury 
lifestyle journalists will experience The Leela Palace New Delhi, The Leela Palace 
Udaipur, and The Leela Palace Jaipur to secure high-impact editorial coverage for 
the Legend Collection among key target audiences.



ADDITIONAL SOCIAL MEDIA HIGHLIGHTS



GLOBAL SOCIAL MEDIA HIGHLIGHTS B2C

• The content strategy engaged travelers directly through property spotlights, wanderlust inspiring round up 
posts and trend driven content built to capture attention and drive engagement.

• Key campaigns included Independent Hotel Week, Preferred Wellbeing, Inradius, and Preferred 
Pineapple Week, along with dedicated support for the newly launched I Prefer Hotel Rewards social channels.

• Paid and trade out influencer partnerships added an authentic voice for member properties, expanding reach 
and engagement among new and targeted travel audiences.

Top Posts: Instagram Top Posts: Facebook



GLOBAL SOCIAL MEDIA HIGHLIGHTS B2B

• In the first half of 2026, the team posted 72 LinkedIn posts driving 4,800+ new followers, 2M+ organic and paid 
impressions, and 22,000+ engagements.

• Major moments including Independent Hotel Week, Global Conference, and Preferred Pineapple Week, 
which helped fuel engagement, while associate and hotelier toolkits amplified reach across key campaigns, 
partnerships, awards, and brand initiatives.



GLOBAL SOCIAL MEDIA HIGHLIGHTS B2B CONTINUED

The team continued to 
strengthen executive 
presence by developing and 
curating strategic content for 
leadership across LinkedIn and 
Instagram. Efforts focused on 
delivering consistent, authentic 
thought leadership that 
highlighted company milestones, 
industry insights, and key events.

A key milestone during the 
reporting period was the 
launch of Lindsey 
Ueberroth's professional 
Instagram presence, 
expanding executive storytelling 
beyond LinkedIn and creating a 
new channel to showcase 
leadership, company culture, and 
industry engagement.



CHINA SOCIAL MEDIA HIGHLIGHTS 

• Throughout the first half of 2026, 186 posts and articles were published generating 734,567 impressions, 
and 10,787 engagements.

• Key campaigns included I Prefer Relaunch Teaser Campaign, Preferred Wellbeing, and Preferred Pineapple Week.

• Preferred Pineapple Week campaign in China were conducted across 3 China social media platforms with major focus on 
Little Red Note. 8 Chinese influencers posted PPW related content to support the campaign. 1.175 new followers were 

generated by this campaign. 372,947 impressions and 22,952 engagements were generated in total.

960 interactions
(Rednote)

13,000 
impression

(WeChat)

349interactions
(Rednote)

854 interactions
(Rednote)

Branded 
Pillowcase
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